




学校编码：10384                     分类号____密级____ 












Corporate trust violation and repair research  






指导教师姓名： 周 星 教 授
专 业 名 称： 市 场 营 销 学
论文提交日期： 2013 年  04 月
论文答辩时间： 2 0 1 3 年  0 月





评  阅  人：___________ 




















另外，该学位论文为（                                    ）
课题（组）的研究成果，获得（       ）课题（组）经费或实验室









        




































































































































































In recent years, the number of trust violate events seriously damaged the trust of 
consumers .It is importnet for the business enterpriseis to understand the mental state 
and behavior of consumers face the corporate trust violate event reaction in a timely 
manner ,as well as quickly and efficiently repair the trust of consumers . Scholars in 
this field has been carried out some useful exploration, but they are built from the 
different theoretical perspectives model to explain the trust repair process, which 
leads to some conclusions piecemeal, fragmented and even contrary . At the same 
time,with marketing into the 3.0 era, the emergence of new consumers and to change 
the way of communication makes the corporate trust repair facing greater challenges. 
Accordingly,this paper gave a complete explanation for the consumers’ trust violation 
and repair form the system point of view of consumers and repair complete 
interpretation based on the summary of trust vialation and trust repair related theories 
and borrowed Dirks et al proposed relationship repair process and combined 
marketing 3.0 era features,which will to some extent compensate for the limitations of 
the previous studies also provide a basis for subsequent trust repair. 
   This paper mades systematic study of consumer trust repair,as a research 
background in marketing 3.0 era, and with reference to the relationship between the 
repair cycle ,its research mainly includes the following three parts: Firstly, this paper 
presented the consumer perception of the trust in violation of the mechanism and 
process mechanism model, using grounded theory to the qualitative analysis by the 
major forum for collecting mass consumer trust occurred in recent years in a series of 
corporate events,with the characteristics of the internet can be recorded and data 
feasibility reviews. Secondly, based on the attribution theory ,this paper simulated 
consumers encounter a shop trust violation to the scene in the process of online 
shopping on the basis of the analysis of the interviews,and analyzes the corporate 
level of trust against the severity and consumptionby the level of trust development 















the core of the dynamic changes of cognitive attribution explore the reaction 
mechanism of consumer behavior and mechanism by multivariate analysis of variance, 
and combined with the structural equation model, and pointed out that these 
behavioral responsesthe intrinsic relationship. Finally, on a deep understanding of the 
connotation of marketing 3.0 era, this paper explored marketing 3.0 era consumer 
trust repair strategy through a qualitative study of the critical incident technique,and 
presented a conceptual model of consumer trust repair based on marketing 3.0 era and 
the practice strategy analysis. 
  Through a combination of qualitative and quantitative methods, we came into 
several important conclusions:Firstly,we proposed the model of consumer trust violate 
mechanism and process mechanisms and classified the variales of the models to three 
types,this is external stimulivariables,psychological response variables and behavioral 
outcomes variables;Secondly,we found the seriousness of the trust violation will be a 
significant impact on consumer awareness attribution through empirical analysis the 
dynamic cognitive attributed of consumer-to-business trust violation,and the shallow 
attribution significantly affect its deep attribution,and the cognitive attribution 
reaction will significantly affect their behavior,and these behavioral responses have 
asignificant relationship each other;Thirdly,this paper proposed rust repair strategy for 
marketing 3.0 era by critical incident technique and classified two types according to 
the mechanisms of trust repair.The classification results showed that previous studies 
related to trust repair strategy in the context of marketing 3.0 era is just a hygiene 
factor, and we need some incentives factoes if we really want to restore 
trust.Accordingly, this paper proposed a trust repair bilateral dynamic model in 
marketing 3.0 era by the two-factor theory and expectations confirmation theory ,and 
some practical strategies based on the concept of model for enterprise. 
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（如 Lewicki 和 Bunker，1996a[8]），道歉和承诺对信任修复的影响（如 Ferrin、 
Kim、Cooper 和 Dirks，2007[9]；Tomlinson、Dineen 和 Lewicki，2004[4]），情绪、





















第一章  绪论 
3 
 
虽然有一些学者已经认识到信任修复是一个动态的（如 Gillespie 和 Dietz，
2009[13]）和双边的（如 Kim、Dirks 和 Cooper，2009[14]）过程，但是大多数的
实证研究仍然是趋向于截取整个过程中的某一个或一系列的片段进行研究，而没
有真正地考虑到整个过程（Dirks 等人，2009）[15]。 


















资料来源：Dirks, K. T., Lewicki, R. J., 和 Zaheer, A. Repairing relationships within and 
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